Introduction
A SLOWING ECONOMY has created a trend in niche marketing as a means of optimizing message exposure and acceptance. As old markets for products change, fade out, or shift focus, product survival is contingent on marketers' ability to uncover new places to sell products. Although the United States has always been a melting pot for immigrants, it is only of late that race or ethnicity has distinguished these consumers in the marketplace (Bowen & Schmid, 1997) .
As the mainstream population declines, and ethnic population increases, many advertisers have recognized the growing opportunities in advertising and marketing to target messages to these growing audiences. While messages aimed at the mainstream culture are traditionally influenced by the four P's (product, price, promotion, and place), it is unclear if ethnic audiences respond in kind. On the one hand, racial and ethnic minorities share a common thread with other Americans-they consume products; however, they are unlike each other in how they hear, view, and interpret advertising messages. It is not surprising then, that advertisers have recognized the need to target multicultural segments. Advertisers reach consumers on two levels, messages aimed at the mainstream culture, as well as messages targeted to specific ethnic audiences-e.g. Hispanics/Latinos.
It is not surprising that media specifically aimed at the Hispanic/Latino audience are now entering the media landscape to reach this growing market segment (Shoemaker & Reese, 1996) . "Research shows that distribution channels, purchase behavior and media consumption among multicultural consumers, driven by cultural and language preferences, often differ vastly from those of white consumers" (Hispanic/Latino Market Profile, 2004; p. v) . According to the U.S. Census Bureau, the Hispanic/Latino population is projected to increase rapidly over the next 30 years accounting for 44% of the growth in the Nation's population (32 million Hispanics/Latinos out of a total of 72 million persons added to the Nation's population) (2000) . Hispanics/Latinos are also perceived as a different consumer than mainstream Americans (Hispanic/Latino Market Profile, 2004) . There are several compelling reasons to examine how Hispanics/Latinos respond to advertising messages. As the Hispanic/Latino community continues to grow in the U.S., spending power will also increase. According to the 4 th Annual People en Español's Hispanic Opinion Tracker, 56% of Hispanics polled shop compared with the general population of 39%; additionally, Hispanics are more likely to pay cash for purchases than other market segments (Wentz, 2005) . In fact, the Hispanic/Latino purchasing power is expected to reach over $990 billion by 2009, more than quadruple the reported $220 billion reported in 1990 (Hispanic/Latino Market Profile, 2004) .
What is unclear is if stereotypes are employed in design strategy to reach these audiences. Visual framing or the portrayal of minorities visually is worthy of investigation because visuals are capable of conveying meanings not explicitly expressed, but rather implied by the elusive design strategy employed by the advertiser, thus affecting public perceptions and values. Therefore, by examining the portrayal of minorities in advertising this may help better understand how stereotypes are reinforced in society. For these reasons, the purpose of this research is to examine how advertisers are targeting messages aimed at the Hispanic/Latino population in both mainstream media and media specifically created and targeted to the Hispanic/Latino audience. 
Visual Portrayal of Minorities in Advertising
Most of the research on stereotypes in advertising has examined the portrayal of minorities such as women, blacks, Asians, native Americans, and age in various media (Bell & Milic, 2002; Berg & Vande, 1992; Bowen & Schmid, 1997; Chapko, 1976; Colfax & Sternberg, 1976; Cox, 1970; Culley & Bennett, 1976; Humphrey & Schuman, 1984; Kuby & Shifflet, 1995; Lauzen & Dozier, 2005; Mastin, Coe, Hamilton, & Tarr, 2004; Paek & Shah, 2003; Rowley & Kurpius, 2003; Seidman, 1992; Tan, Fujioka, & Lucht, 1997; Vestweber, 1992; Wilkes & Valencia, 1989) . Some research has started to looked at the Hispanic/Latino population to better understand their identity and presence in the visual media compared to the mainstream population using content analyses, textual analyses, and reception studies (Bowen & Schmid, 1997; Goodman, 2002; Guzmán & Valdivia, 2004; Rojas, 2004; Tamborini, et al., 2000; Taylor & Bang, 1997; Valdivia, 2004; Wilkes & Valencia, 1989) . Therefore, to better understand the underrepresentation of Hispanics/Latinos-and possibly, how they have been portrayed as a stereotype-this study pulls together previous literature on minority presence and portrayal in the mainstream media. Humphrey and Schuman (1984) examined the portrayal of Blacks in magazine advertisements in Time and Ladies ' Home Journal in 1950 and 1982. They found that while more ads have included Black models they were not always the major focus of the ad, rather they were portrayed in a minor role. Blacks were not commonly associated with high-end products and were more often associated with products relating to sports. Humphrey and Schuman did find that Blacks were no longer portrayed in obvious stereotypical roles; they were just portrayed in work roles. The findings also showed an upward trend in the inclusion of Blacks in magazine ads but when compared with census data, Blacks were still under-represented in magazine advertising. Wilkes and Valencia (1989) investigated how both Blacks and Hispanics were portrayed in network television commercials aired during prime-time television in the fall of 1984. Analysis of commercials revealed that Hispanics appeared in far less commercials than did Blacks. Commercials that did include Hispanics typically were integrated with other people, whereas Blacks were more often portrayed by themselves. Hispanics were also portrayed in minor roles and appeared in half of the product categories than Blacks. The findings of this study support that Blacks are continuing to be represented in advertising and that there is an increase in their inclusion. However, when it comes to the inclusion of Hispanics, they were under-represented compared with that of the Hispanic population in the U.S.. Taylor and Bang (1997) They also found a stronger representation of Latinos in women's' and general interest magazines compared to popular business press or technical publications. There was not a significant difference in product category representation between technical and non-technical products. However, Latinos were under-represented in business related ads, which according to Taylor and Bang could be "a reflection of stereotypes of Latinos as being less educated and holding less prestigious jobs. If Latinos are stereotyped as being uneducated in television and film portrayals, as has been found by previous studies, advertisers may not perceive as much of a need to portray Latinos in publications such as Business Week that are targeted at an educated, white-collar audience" (p. 296). Overall, Taylor and Bang found that while Latinos were slightly under-represented in business settings compared with other minorities, they were over-represented in family settings. They note this is consistent with other research that has found stereotypes of Latinos relating more to family settings rather than business settings. Bowen and Schmid (1997) Compared with other minority groups, Asian American models were relatively young, highly educated, and affluent. Paek and Shah suggest that Asian Americans were stereotyped as the "model minority" (p. 233). For example, Paek and Shah found that most Asian Americans were portrayed as affluent and financially successful compared to African Americans that were portrayed as unhealthy and financially unstable. It is possible that along with editorial and narrative content, advertisements may also contribute to racial ideology by creating a "model minority" which translates "into a lucrative base and stimulate[s] advertisers to seek their market potential. Segmenting and specifying race and ethnicity into categories, the advertising industry has been said to assist the rise of 'multiculturalism" (p. 239). Thus, according to Paek and Shah, by examining the portrayal of minorities in advertising this may help better understand how stereotypes are reinforced.
Mastin, Coe, Hamilton, and Tarr (2004) conducted a content analysis of Essence and Ladies' Home Journal to see if their ads influenced product purchase decision-making behavior based on gender and racial groups. Data revealed that both magazines focused on fashion and beauty products and least often on financial services, technology, or transportation. Males were more likely to be associated with technology related products than females, and males and females together were typically associated with food/drink, non-alcoholic, leisure, pet-related, and transportation. Women were mostly portrayed in traditional roles and associated with products that were low in cost and required low involvement in purchase-decisions. Mastin et al. also found little difference in decisions based on racial make-up. Martínez (2004) studied how Latinas were portrayed in the magazine, Latina. Latina magazine recognized that there is segmentation in the "Hispanic" community raised or born in the U.S., and that many read both English and Spanish literature. However, most of the Spanish literature has been produced outside the U.S., therefore, Latina has been an attempt to reach an audience that is both part of the mainstream, as well as part of the "Hispanic" community. Martínez found that Latina magazine offers diverse content and reflects Latina experiences, attitudes, and ideologies, as well as challenges the stereotypes of the "Hispanic" mostly portrayed in the mainstream media. Latina is still working on representing a "group" that is also in the process of defining itself, and needs to be careful as to not fall into the trap of limiting how to portray their own community. Yet despite the challenge of catering to a "group" that is complex, Latina is a magazine that better caters to a segmented audience not that reachable by the mainstream media, and recognizes a worthwhile market.
Identifying Hispanics/Latinos
According to Shoemaker and Reese (1996) , readers are less aware of the process of framing messages visually as opposed to just words. It is possible that physical and behavioral features employed in the layout and design of an advertisement may imply a particular stereotype without explicit or overt reference to an ethnic group (Messaris & Abraham, 2001 ). According to Malik (2002) , much of the research in this area focuses on race and representation, or more specifically, 'stereotyping.' "Stereotypes are shorthand; they are palatable because they help us to decode people. They appear to simplify the world and its subjects, but they are often complex in that we can associate one aspect of a stereotype with many other things; creating a complex web of beliefs from a seemingly glib categorization" (Malik, p. 359) .
Hegemony in advertising typically plays out in the visual portrayal of race, gender and class (Ramamurthy, 2004) . According to Bowen and Schmid (1997) , the use of race, age, and gender in advertising is a long-standing debate. While, "…ad-vertising should reflect the broader society by fairly portraying its diversity" (Bowen & Schmid, 1997, p. 135) , representation of minorities to promote goods and services is often limited or presented as a stereotype. If Shoemaker and Reese (1996) are correct in their assumption that minorities are generally under-represented and are often portrayed in stereotypical roles more so than Whites, than it is highly likely that advertisers reinforce the power relations of the general society by casting Hispanics/ Latinos in stereotypical roles or by under-representing them in magazine advertisements. Shoemaker and Reese (1996) put forward "One way the media tell us what is normal is by showing us what is deviant. The media give importance to some people and groups by portraying them frequently and in powerful positions, and marginalize others by ignoring them or presenting them less advantageously and outside the mainstream" (p. 47). Though Hispanics/Latinos are not a deviant group, it is possible that they are marginalized or under-represented in magazine advertisements.
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There are many positions from which to study the visual portrayal of Hispanics/Latinos in the media, however, according to Valdivia (2004) and Rojas (2004) , research has been slow to emerge regarding cultural identity and the state of being within this community. Most research that examines minority or race mostly considers Blackness, with little regard to the immense Hispanic/Latino presence indicative of the demographic reality. Further, Rojas; reception study of how Latinas both immigrants and non-immigrants in a large Texas City associate with the portrayal of women in Hispanic television in the United States found Hispanic television did not represent a fair portrayal of Latinas to the female audience. Rojas also found that the respondents differed in their identity with Hispanic television and the talk shows. Respondents who saw themselves as better educated and financially at a higher level did not associate themselves in the same way as the audience of these type of shows, thus challenging how they see themselves apart from how Hispanic television sees all Hispanics in the U.S.
Further, Valdivia (2004) , Martínez (2004) , and Mayer (2004) also assert that while research is emerging, how exactly to frame this group or what concept best embodies this community is problematic. The problem is not only for scholars, but also for those these concepts are said to represent. Panlatinidad is a concept that embodies the cultural, economic, and political attributes behind the pan-Latino identity. Hispanic is mostly considered a government imposed term. Then there is Latina/o, which often represents the homogenizing effect of the marketplace to merge all the different populations-Mexican, Puerto Rican, Cuban, or of Latin American or Caribbean descent-living in the U.S. to be identified as one group.
Further, there is diversity in the many different countries they hail from, they speak many different dialects of Spanish or no Spanish at all, diverse in religious beliefs, vary in education background, and are economically diverse (i.e. someone from Argentina does not consider themselves as Latina/o). For the purpose of this research, the framing concept of Hispanic/ Latino will be used and is defined in this study as a person of Mexican, Puerto Rican, Cuban, Central or South American other Spanish culture or origin, regardless of race, as defined by the 2000 United States Census Bureau. Bowen and Schmid (1997) , Taylor and Bang (1997) and Valdivia (2004) , suggest that research is limited regarding the portrayal of Hispanics/Latinos to promote goods and services, and is lagging behind when it comes to examining the changes in advertising strategies to reach these market segments. Therefore, an updated look at advertising portrayals of Hispanics/Latinos is warranted. Accordingly, the specific research questions explored in this study are:
Research Questions
RQ1: Is the proportion of magazine ads portraying Hispanic/Latino models higher or lower than the proportion of Hispanic in the U.S. population? RQ2: When Hispanic/Latino models are present in a magazine ad, do they appear most frequently in major roles, minor roles, or background roles? RQ3: In what types of product categories are Hispanic/Latino models frequently portrayed? RQ4: Do the occupational roles of Hispanic/Latino models vary among magazines? RQ5: Is there a difference in design characteristics in mainstream magazine ads compared to Hispanic magazine ads?
Methodology
This study conducted a content analysis of all fullpage advertisements in high-circulation magazines that target popular mainstream and Hispanic/Latino audiences. Magazines were chosen over other media because consumers are more likely to find magazines engaging compared to advertising in other media, consumers find magazine advertising less interruptive, magazines are more effective at targeting their intended audience, most magazine readers give their undivided attention when reading magazine-whereas they typically multi-task when using other media-and magazines offer a better opportunity to reach diverse populations (The Magazine Handbook, 2005) . Magazines were also selected over other forms of media for their ease of measurement and availability and according to Bowen and Schmid (1997) reflect what might be called "mainstream" America and "Hispanic/Latino" America.
For this analysis, a purposive sample of magazines was drawn from both mainstream magazines and magazines that target the Hispanic/Latino population. Similar to past research, top ranked general interest and minority magazines were selected for analysis (Bowen & Schmid, 1997; Paek & Shah, 2003; Taylor & Bang, 1997 In keeping with past research, magazines were also selected for the purpose of convenience so that significant differences between magazines would be representative of minority presence (Bowen & Schmid, 1997; Law & Labre, 2002; and Paek & Shah, 2003) . The years of 1998, 2003, and 2004 were chosen so that research from the 1990s could be verified and then compared with more recent data based on Bowen & Schmid's (1997) approach. One month from each quarter of the year was randomly selected for a total of four issues of each magazine for each year. No effort was made to control for regional editions or for ad duplication between magazines. Full-page ads were coded and counted for 1,499 ads. For weekly publications, all issues in the chosen month were examined.
Variables coded were based on previous research (Bell & Milic, 2002; Bowen & Schmid, 1997; Eaton, 1997; Goodman, 2002; Larson, 2001; Law & Labre, 2002; Wilkes & Valencia, 1989) . The following variables were coded: minority presence (i.e. racial composition, role or centrality of the minority model, level of interaction); product category (i.e. fashion/accessories, grooming aids, automobile, tobacco); occupation (i.e. white collar/professional, middle class working, blue collar/laborer, family/kids, celebrity, mixed occupation); setting (i.e. kitchen, backyard, park, plain background); activities (i.e. playing/having fun, eating/drinking, athletic play, productive/educational); gender and body composition (i.e. female body shape, male body shape, model attire); and design strategies (i.e. format, color saturation, camera angle, product placement). Due to space limitations, only minority presence, role or centrality of the model, product category, occupation, and design strategies are reported here, the remaining categories will be presented separately.
Two teams of undergraduate and graduate students majoring in communication served as coders. Individuals were trained in coding procedures and coded all ads for this study.
Inter-coder reliability was assessed by calculating Scott's pi (Riffe, Lacy, and Fico, 1998) and obtained an average inter-coder reliability statistic of 76% for team one and 70% for team two. Average inter-coder reliability using Scott's Pi formula was .76 (ranging from .62 to .91) (Riffe, Lacy, & Fico, 1998) . According to Bakeman and Gottman (1997), .70 is an informal criterion acceptable for reliability; items coded with reliability lower than .70 were dropped from the analysis. Table 1 shows the frequency of racial representation by publication. Of the 1,499 ads, 28 featured a mixed-ethnic group in which a minority model was shown with White models. Comparing the data from 1998 and 2003, there was a slight increase in minority representation in magazine advertising. Hispanic population (of any race) was 35,305,818 or 12.5% of the total population in the U.S.; however, less than 1% of the ads in the mainstream magazines portrayed Hispanics/Latinos. The White population was 211,460,626 or 75.1% of the total population in the U.S., and 39% of the ads in the mainstream magazines portrayed White models. Yet, the proportion of Hispanic/Latino magazines portraying Hispanic models was 37% and 15% was White models. Question two-role prominence. This study also examined the role or perceived importance of minorities in magazine advertising. There was a significant difference when minority models were present (1998: χ 2 = 657.88, d.f.=10, p < .01; 2003: χ2=569.32, d.f.=20, p <.01). Table 2 shows the differences between role prominence within each race.
It is important to note of the 1,499 ads analyzed, coders had difficulty classifying over 29% of the ads to determine role of the minority because they felt it was hard to distinguish between the background option (model is difficult to find and not important to ad layout) and the neutral option (all models are treated in a neutral or similar fashion with no one THE INTERNATIONAL JOURNAL OF DIVERSITY IN ORGANISATIONS, COMMUNITIES AND NATIONS, VOLUME 7 model in major role). Twenty percent of ads did not include a model of any race. Almost all Hispanics/Latinos (95%) were portrayed in a major role in Hispanic/Latino magazines; and, when Hispanic/Latino models (5%) were included in mainstream magazines, they were most often portrayed in a major role. Question three-representation by product category. This research question looked to see if Hispanics/Latinos were depicted as stereotypes based on product category. The overall distribution of minority groups by product category revealed a significant difference (χ 2 =329.85, d.f. 75, p < .01) between minority representations per product category. Table 3 shows that Hispanic/Latino models were typically associated with fashion, grooming, retail, and entertainment product categories, and were generally under-represented with products such as medicine, travel, financial, computers and technology, and products related to the home. Table 4 provides the breakdown of product category and minority representation by magazine type. Question five-design strategies. Analysis of design strategies revealed that across dimensions-modality, format, product placement, and camera angle-there is consistency in the application of design strategies employed (See Table 5 ). There was no significant difference across minorities and design strategies.
Discussion and Conclusions
The purpose of this research was to examine the design strategies of advertisements in mainstream and Hispanic/Latino magazines to determine whether there is a comparative difference in their visual portrayal of Hispanic/Latino models and White models. This study found that in the limited number of mainstream magazines analyzed, few ads portrayed Hispanic/Latino models. Similar to Bowen and Schmid (2002) , the proportion of mainstream magazines portraying Hispanic/Latino models is still under-represented when compared to the U.S. population. It is fair to say that advertising to minorities in mainstream magazines makes financial sense. Hence, the exploratory findings of this study were unexpected given the growth in the Hispanic population in the U.S. and that minorities do read mainstream advertising, as well as consume mainstream products.
The results of this study uphold past research, which found the portrayal of minorities typically associated with particular products in advertisements (Bowen & Schmid, 2002; Humphrey & Schuman, 1984; Mastin, et al., 2004; Paek & Shah, 2003; Rowley & Kurpius, 2003; Tamborini et al. 2000; Taylor & Bang, 1997) . The data in this study found Hispanics/Latinos mostly depicted in ads for fashion, grooming, retail, and entertainment and were disproportionately under-represented in ads on medicine, travel, financial, computers and technology, and ads associated with the home. This finding is surprising given that across most product categories, the overall highest level of consumption in the U.S. marketplace is from the Hispanic/Latino market segment (Adweek, 2003) . According to Rojas (2004) , on the one hand, Hispanic television misrepresents the community it is said to represent, on the other hand it is the same media outlet that provides a voice for this particular ethnic group within the U.S. Therefore, it is likely that while mainstream advertising has neglected to portray the Hispanic market segment with all products, advertisements in Hispanic magazines are more likely to visually portray all products with this market segment.
While previous research (Bowen & Schmid, 1997; Tamborini et al. 2000; Taylor & Bang, 1997; Wilkes & Valencia, 1989) has shown an improvement in the presence and portrayal of Black models integrated in mainstream media, it is puzzling that a minority group such as Hispanics/Latinos-with a growing presence in the overall population-has not gained a stronger representation in mainstream media. Though the data indicate that Hispanics/Latinos are still under-represented in magazine advertising and are visually portrayed in stereotypical roles, at the very least the data revealed a modest improvement in their presence and composition. When Hispanics/Latinos were included in advertisements they were mostly portrayed in major roles same as Bowen and Schmid (2002) found for Black models. The THE INTERNATIONAL JOURNAL OF DIVERSITY IN ORGANISATIONS, COMMUNITIES AND NATIONS, VOLUME 7 patterns of design and composition in the ads analyzed in this study also found that both mainstream magazines and Hispanic/ Latino magazines follow similar design strategies.
This study however, is limited in the use of the framing concept Hispanics/Latinos as well as in visually trying to depict a "Hispanic/Latino" model from a White model. Coders in this study said that it was not so obvious to identify a Hispanic/Latino model as was an Asian, White or Black model. Further, Valdivia (2004) said that "Despite enduring tropes of the 'brown race,' the fact is that Latina/os span the entire racial and ethnic spectrum belying narratives of purity and identifiable difference" (p. 109). Therefore, it is possible that this market segment is better represented in advertisements, yet due to the inability to accurately classify a model according to race or ethnicity the results of this study should be interpreted with caution. Mayer (2004) also suggested that, "The map for Latino identity must be stretched wider, encompassing spaces both inside and outside of the United States, and, in a sense, made topographic by giving the historical and cultural coordinates that render each space on the map three-dimensional" (Multiculturalism in America, p. 117).
Applying the framing concept of Hispanic or Latino and what it claims to represent then needs reviewing. It is not a monolithic concept that can be applied to all it is said to represent. To reiterate, "Hispanic" started in the 1970s, during the Census, when it asked Mexicans, Puerto Ricans, Cubans, and Central/South Americans or "other Hispanic" to selfidentify with a particular racial group (Hispanic/Latino Market Profile, 2004) . The concept "Latina/o" has been applied to people of Latin-American descent. However, because there has been tremendous migration of South Americans to the United States, many people of South American descent are often offended by either application of these terms. Therefore, to advance the interests of identity and representation in this community, a better framing concept or set of concepts might help to advance their interests and help forge a sense of community.
In sum, this research has uncovered the beginning of a trend to visually portray Hispanics/Latinos in a positive manner. However, this research is limited in its findings due to the small and selective sampling frame. It is hoped that future research will broaden the sampling frame to include more mainstream magazines and Hispanic/Latino magazines to see if other magazines also portray Hispanics/Latinos in stereotypical roles. Future research might consider a textual analysis to assess underlying meanings such as how icons, indices, and symbols shape the construction of racial meaning for this group. A longitudinal study would also be beneficial to see if there is an improvement in the presence, portrayal, and integration of Hispanic/Latino models featured in mainstream magazines over the years and if the trend to be associated with specific product categories moves away from age-old stereotypes. There needs to be a concentrated effort from media to begin to portray all minority groups, not just Blacks, in a variety of different advertisements. This includes, "showing the minorities in various occupations, in meaningful roles, and in a variety of settings" (Bowen and Schmid, 1997; p. 144) .
Overall, this study affirms previous research findings (Bowen & Schmid, 2002; Taylor & Bang, 1997 ) that have found Hispanics/Latinos to be underrepresented in magazine advertising. Although magazine publishers have recognized the need to cater content to niche market segments, inclusion of Hispanics/Latinos in mainstream magazine advertising does not mirror the population. Similar to Rowley and Kurpius' (2003) analysis of Black representation in mainstream business publications versus business magazines produced for the Black community, at the very least, the growth of specialty magazines in the Hispanic/Latino community better represents this minority group. Hispanic/Latino representation in media is still an understudied area, it expected that more research will continue as Hispanics/Latinos presence continues to grow in the mainstream media and in relation to other minorities in the mainstream population.
